The Complete Guide to
Conversational Search
Advertising

How to Advertise in ChatGPT and Al Search Platforms

Inside This Guide:

Strategic frameworks used by leading agencies
Real performance benchmarks and expected ROI
Creative best practices with examples

Implementation roadmap and budget guidance
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. EXECUTIVE SUMMARY

Conversational search represents the most significant shift in digital advertising since the
introduction of search engine marketing. With platforms like ChatGPT integrating advertising
capabilities and Al-powered search becoming mainstream, agencies and businesses face both a

massive opportunity and a steep learning curve.

Early adopters are already seeing results that outperform traditional search in specific categories,
with higher engagement rates, longer consideration periods, and better-qualified leads. However,
success requires a fundamentally different approach to targeting, creative, measurement, and

optimization.

This guide provides the strategic framework and tactical playbook you need to capitalize on this
emerging channel. Whether you are an agency looking to add conversational search to your
service offerings, a business seeking to capture early-mover advantage, or a freelancer expanding
your capabilities, you will find actionable insights to drive results.
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. EXECUTIVE SUMMARY

What You Will Learn

Why conversational search ads deliver 3-5x longer engagement than traditional search and
how to capitalize on this extended consideration window

The strategic framework for planning campaigns that align with how users actually interact
with Al assistants

Creative best practices including real examples of what works vs. what fails in conversational
contexts

Performance benchmarks so you know what good looks like and can set realistic client
expectations

Measurement and attribution approaches that actually work for multi-turn conversations
spanning days or weeks

Budget allocation models and bidding strategies for test, growth, and maturity phases
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Platform comparison showing which conversational search platforms work best for different
industries and objectives
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. EXECUTIVE SUMMARY

The Implementation Reality

Here is what we have learned working with agencies and businesses launching conversational
search campaigns: the strategy is clear, but execution is where most teams struggle.

Common Challenges

« Adapting traditional search workflows to conversational contexts

Creating ad content that feels natural rather than promotional

Setting up proper tracking and attribution across conversation threads

Optimizing campaigns with limited historical data

Scaling what works without sacrificing quality

This guide addresses these challenges head-on with practical solutions you can implement
immediately. At the end, we will also share how Ruskin Consulting can serve as your backend
execution partner if you want expert support.
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Il. UNDERSTANDING CONVERSATIONAL SEARCH

® ChatGPT 5.2 Thinking

Q

8

What can | help with?

chatgpt.com

What Is Conversational Search?

Conversational search refers to search interactions conducted through natural language dialogue
with Al-powered assistants. Unlike traditional search engines where users enter keywords and
receive a list of links, conversational search platforms like ChatGPT, Google Gemini, and Perplexity
Al provide direct answers and engage in multi-turn conversations to refine results.
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Il. UNDERSTANDING CONVERSATIONAL SEARCH

Key Characteristics
« Natural Language Processing: Users express queries in conversational language rather than
keywords
« Contextual Understanding: The Al maintains context across multiple exchanges in a
conversation
 Direct Answers: Results are synthesized answers rather than lists of links
* Interactive Refinement: Users can ask follow-up questions to narrow or expand their search

Why This Matters for Your Business

The shift to conversational search is not just a new interface, it represents a fundamental change
in how users discover products and services. For agencies and businesses, this creates both
urgency and opportunity.
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Il. UNDERSTANDING CONVERSATIONAL SEARCH

The Opportunity

» Early-mover advantage: Competition is low, costs are reasonable, and brand presence is
achievable for companies of all sizes

» Higher intent signals: Detailed conversations reveal much more about user needs than
keyword searches

» Extended engagement: Average session duration is 3-5x longer than traditional search, giving
you more opportunity to influence decisions

» Better-qualified leads: Users who click through from conversational search have already had
their questions answered and are further along in the consideration process

Market Adoption Data
« Over 100 million weekly active users on ChatGPT alone as of early 2025
« 40% of Gen Z users report preferring Al search for product research
« B2B buyers spend an average of 23 minutes in conversational search before visiting vendor
sites
« Early data shows 15-25% of research-intensive searches have shifted to conversational

platforms
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lll. HOW CONVERSATIONAL SEARCH ADS WORK

Ad Format Overview

Conversational search ads differ significantly from traditional search ads. Rather than appearing
as blue links at the top of search results, these ads are integrated into the conversational flow in
several ways.

Sponsored Citations

The most common format where advertisers can have their content cited within the Al's response.
These appear as numbered references that users can click to visit the advertiser's site. The Al may
mention your brand or product naturally within its answer, with the citation providing attribution
and a click opportunity.

Performance Characteristics
- Average citation rate: 15-25% (percentage of relevant conversations where your brand appears)
« Click-through rate on citations: 8-12% on average, 18-25% for well-optimized content
« Best for awareness and consideration-stage campaigns
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lll. HOW CONVERSATIONAL SEARCH ADS WORK

Conversational Recommendations

Direct product or service recommendations

What marketing tactic can | follow in 20267

that appear when relevant to the conversation.

That's a broad but great question! Here are some effective marketing tactics trending in 2026
that you could consider, depending on your business type and goals:

For example, if a user is asking about project

Al-Powered Personalization at Scale Use Al tools to deliver hyper-personalized content,

m G n G g e m e nt S OftWCI re’ G S po n S O re d product recommendations, and messaging across channels. Customers now expect tailored
. . . experiences, not generic blasts.
re C O m m e n d G t I O n m I g h t S u g g e St yo u r S O I u t I O n Short-Form Video & Interactive Content Platforms like TikTok, Instagram Reels, and
YouTube Shorts continue to dominate. Focus on authentic, entertaining, or educational

W | t h key fe CI t u re S h i g h I | g h te d . short videos. Interactive formats like polls, quizzes, and AR try-ons also drive engagement.

Community-Led Growth Build owned communities (Discord, private groups, branded
forums) rather than relying solely on rented social media audiences. Loyal communities
become organic advocates.

Pe rfo rmance C h ara cte r i st i CS First-Party Data Strategy With third-party cookies largely gone, invest in collecting and

leveraging your own customer data through email signups, loyalty programs, surveys, and
gated content.

« Higher click-through rates: 15-20% due to

Al-Generated & Al-Assisted Content Use Al to accelerate content production — blog posts,
ad copy, social media — while keeping a human editorial layer for brand voice and quality.

explicit recommendation format

Conversational Marketing Al chatbots and messaging (WhatsApp, SMS, DMs) for real-
time customer engagement, lead qualification, and support are increasingly expected.

« Better conversion rates: Users are typically in

Influencer & Creator Partnerships Micro and nano influencers (1K-50K followers) often
deliver better ROI than mega influencers. Prioritize long-term partnerships over one-off

active evaluation mode posts.

Search Everywhere Optimization People now search on TikTok, YouTube, Reddit, and AI

+ Best for consideration and conversion-stage ettt — ot e el Fewionina i oeasarso e il heresiaes insfneen

campaigns

Opus 4.6 i

claude.ai
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lll. HOW CONVERSATIONAL SEARCH ADS WORK

Follow-Up Prompts

Suggested next questions or actions that lead users deeper into learning about your product or
service. These appear as clickable suggestions below the Al's response.

Performance Characteristics
« Engagement rate: 10-15% of users click suggested follow-ups
« Creates longer conversation threads and deeper engagement
« Best for complex solutions requiring education

Targeting Capabilities

Conversational search platforms offer unique targeting capabilities that go beyond traditional
keyword matching. The Al's understanding of context and intent allows for more sophisticated

audience targeting.
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lll. HOW CONVERSATIONAL SEARCH ADS WORK

Intent-Based Targeting

Rather than bidding on specific keywords, advertisers can target based on user intent categories
such as research, comparison, purchase readiness, or support needs. The platform’s Al interprets
the conversation to determine intent.

Example Intent Categories
« Research: "What are the different types of..." or "How does X work?"
« Comparison: "X vs Y" or "Which is better for..."
« Evaluation: “Is X worth it?" or "What are the pros and cons of..."

« Purchase: "Where can | buy..." or "Best deals on..."

Contextual Relevance

Ads are matched to the full context of the conversation, not just individual keywords. This means
your ad for project management software could appear in a conversation about remote work
challenges, even if the user never mentioned project management explicitly.
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IV.STRATEGIC PLANNING FRAMEWORK

Defining Campaign Objectives

Success in conversational search advertising begins with clear objectives that align with how users
interact with these platforms. Traditional metrics like click-through rates may be less relevant than
engagement depth and conversation progression.

Critical insight: Conversational search works best for complex, high-consideration purchases
where users need multiple touchpoints and detailed information before deciding. It typically
underperforms for impulse purchases or very simple products.

Awareness Campaigns

Goal: Establish brand presence within relevant conversations
« Primary metric: Citation frequency in relevant queries
« Secondary metric: Share of voice vs. competitors
« Expected cost: $0.50-2.00 per citation impression
« Best for: New products, category creation, brand building
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IV.STRATEGIC PLANNING FRAMEWORK

Consideration Campaigns

Goal: Influence evaluation and comparison conversations
« Primary metric: Conversation progression rate and follow-up engagement
« Secondary metric: Time to conversion for exposed users
» Expected cost: $2-5 per click to landing page
« Best for: Complex B2B solutions, high-consideration purchases, competitive categories

Conversion Campaigns

Goal: Drive direct actions from high-intent conversations
« Primary metric: Conversion rate and cost per acquisition
« Secondary metric: Revenue per conversation
« Expected cost: $50-150 per acquisition for typical B2B offers
« Best for: Purchase-ready audiences, clear call-to-actions, established brands
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IV.STRATEGIC PLANNING FRAMEWORK

Audience Strategy

Understanding your audience’s conversation patterns is critical. Different demographics and
industries use conversational search differently, and your strategy should reflect these patterns.

Audience Type Typical Usage Ad Strategy
Tech Professionals Deep technical querles, implementation Detailed speplflcgtlon.s, techn]col .
details, comparison research documentation links, integration guides
small Business Owners Solution-focused, ROI questions, ease Clear pricing, qwck-stgrt resources,
of use concerns customer success stories
Enterprise Decision Makers Vendo_r comparison, §ecurlty, Enterprise case studies, security
\ compliance, scalability documentation, demo requests J
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V. CREATIVE BEST PRACTICES

Writing for Conversational Context

Your ad content must flow naturally within the Al's conversational response. This requires a
different approach than traditional ad copywriting. The best performing ads feel like helpful
suggestions rather than interruptions.

The fundamental rule: If your ad content would feel awkward to say out loud in a conversation
with a colleague, it will perform poorly in conversational search.

Key Principles

« Be Conversational: Write as if you are continuing the conversation, not interrupting it. Avoid
marketing jargon and corporate speak.

« Provide Value First: Lead with information or insights that help answer the user's question before
mentioning your product.

« Match the Query Intent: If the user is researching, provide educational content. If they are
comparing, highlight differentiators. If they are ready to buy, make the path clear.

» Be Specific: Vague claims perform poorly. Include concrete details, numbers, and specific use

cases.
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V. CREATIVE BEST PRACTICES

Real Examples: Good vs. Poor Ad Copy

Scenario: User asks about project management tools for remote teams

Poor Example

TechFlow is the industry-leading project management solution trusted by thousands of
companies worldwide. Our cutting-edge platform leverages Al and advanced analytics to
streamline workflows and boost productivity. Try it free today!

Why It Fails
Generic claims, marketing buzzwords, no specific value for remote teams, feels like an interruption.
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V. CREATIVE BEST PRACTICES

Good Example

For remote teams specifically, async video updates can eliminate a lot of unnecessary meetings.
TechFlow includes this feature along with timezone-aware scheduling, so you avoid the common
problem of trying to find a time that works across different time zones. Most teams report 40%
fewer sync meetings in their first month while actually improving alignment.

Why It Works
Addresses specific remote work pain point, includes concrete features, provides measurable
outcome, feels like helpful advice.
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V. CREATIVE BEST PRACTICES

The Specificity Test

Before finalizing any ad copy, run it through this test: Could a competitor swap in their brand name
and have it still make sense? If yes, your copy is too generic.

Bad (fails test)
"Our platform helps teams collaborate better and get more done.”

Good (passes test)
"Our platform automatically generates meeting summaries with action items and assigns them to
the right team members based on the discussion context.”
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V. CREATIVE BEST PRACTICES

Landing Page Alighment

When users click from a conversational search ad, they arrive with specific context and

expectations. Your landing page must acknowledge and continue that conversation thread.

Critical Landing Page Elements

Message Match: The headline should reference the specific feature or benefit mentioned in the
ad

Context Continuity: Use UTM parameters to customize content based on the conversation
topic

Low Friction: Users from conversational search prefer dialogue to form-filling. Offer chat or
demo options prominently

Immediate Value: Provide a calculator, assessment, or tool that extends the helpful nature of
the conversation
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VI. MEASUREMENT AND OPTIMIZATION

+ New campaign & =
Feedback
Download

Top insights for your account (Feb 3 - Feb 9 compared to Jan 27 - Feb 2)

The total number of conversions across 41 enabled campaigns increased by 47.00 @

5
+ Ofthe 41 campaigns 8 had an increase in conversions, 7 had a decrease, and 26 remained unchanged. Your cempaign was the top dote
contributor, with an increase of 26.00 conversions.
- Potential reasons for this change: bid strategy type changed for 3 campaigns and budget changed for 1 campaign.
[lie] g D Google Al is experimental_ Terms

Clicks « ‘Conversions Cost / conv. * Cost =

11.6K 307.00 $83.99 $25.8K

&) Account diagnostics.

A few of your most recent campaigns need attention ~
[a} Eligible {Limited) n Eligible (Limited) Q] Eligible (Limited)
‘Campaign is limited by budget. targeting fewer Targeting fewer searches Targeting fewer searches Campaign is limited by bu
searches
>
View details View details View details View details

ads.google.com

Key Performance Indicators

Traditional advertising metrics need adaptation for conversational search. The funnel is different,
user behavior is different, and the signals of success are different.
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VI. MEASUREMENT AND OPTIMIZATION

Upper Funnel Metrics
- Citation Frequency: How often your brand is mentioned in relevant conversations (Benchmark:
15-25%)
« Share of Voice: Your mention rate compared to competitors in your category
« Conversation Reach: Number of unique conversations your ads appeared in

Mid Funnel Metrics
- Engagement Rate: Percentage of users who click citations or follow-up prompts (Benchmark:
8-12%)
« Conversation Depth: Average number of exchanges before and after ad exposure
» Follow-Up Rate: How often users ask additional questions about your product

Lower Funnel Metrics
- Click-Through Rate: Percentage of ad impressions that result in clicks (Benchmark: 8-12%, Top:
18-25%)
« Conversion Rate: Percentage of clicks that result in desired actions (Benchmark: 3-6%, Top:
10-15%)
« Cost Per Acquisition: Total ad spend divided by conversions (Benchmark: $50-150 for B2B)
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VI. MEASUREMENT AND OPTIMIZATION

Setting Up Tracking

Before you spend a dollar on conversational search ads, set up proper tracking. This is one area
where most teams struggle because traditional analytics tools were not built for multi-turn
conversations.

Essential Tracking Setup
1. Conversation ID tracking: Use unique parameters to identify conversation threads
2. Multi-touch attribution: Implement models that credit all conversation touchpoints
3. Intent classification: Tag traffic based on the intent category that triggered the ad
4. Cohort analysis: Track how users exposed to your ads perform over 7, 14, 30 days vs. control
groups
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VIi. BUDGET AND BIDDING STRATEGY

Budget Allocation Framework

The most common question agencies and businesses ask: How much should we invest in
conversational search?

The honest answer: Start small, prove value, then scale. Most successful programs begin with
5-10% of digital ad budget as a test, then reallocate based on performance.

Phase-Based Budget Recommendations
« Test Phase (Months 1-3): $2,000-5,000/month minimum to gather meaningful data. Allocate
5-10% of total digital advertising budget.
« Growth Phase (Months 4-6): Scale to 15-25% if CPA is competitive with other channels. Focus on
expanding audience reach.
- Maturity Phase (6+ months): Optimize allocation based on ROI. Early adopters in relevant
categories may reach 25-40% of budget in conversational search.
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VIi. BUDGET AND BIDDING STRATEGY

Realistic Budget Examples by Company Size

Company Size Test Budget Expected Results Timeline

Small Business $2,000-3,000/mo 15-30 qualified leads 90 days to validate
Mid-Market $5,000-10,000/mo 50-100 qualified leads 60 days to validate
Enterprise $15,000+/mo 150+ qualified leads 45 days to validate
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VIi. BUDGET AND BIDDING STRATEGY

Bidding Strategies That Actually Work

Different bidding models work better at different stages and for different objectives. Here is what
we have found works best.

- Cost Per Citation (CPC): Best for test phase and awareness campaigns. Expect to pay
$0.50-2.00 per citation.

« Cost Per Click (CPC): Best for growth phase and consideration campaigns. Target $2-5 per click
for B2B.

- Cost Per Acquisition (CPA): Best for maturity phase. Requires conversion tracking and 30+ days
of data. Target within 80-120% of your other channel CPAs.
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VIil. ADVANCED TACTICS

Competitive Displacement Strategies

One of the biggest opportunities in conversational search is appearing in competitor comparison
conversations. When users ask Al to compare your solution to competitors, you want to be there
with your strongest differentiators.

What Works

- Target comparison intent explicitly: Bid on conversations where users are comparing [Your
Brand] vs [Competitor]

» Lead with differentiators: Focus ad content on what makes you different, not just better

« Provide comparison tools: Link to interactive comparison calculators or assessment tools

« Offer migration support: Make switching easy with guides, free migration services, extended
trials
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VIil. ADVANCED TACTICS

Content Optimization for Al Citation

Your owned content is the foundation of conversational search success. Al platforms cite
authoritative, well-structured content. Optimizing your content improves both organic citations
and paid ad performance.

Content Optimization Checklist

Clear structure with descriptive headings that Al can easily parse
Specific data points with numbers, dates, and concrete comparisons
Direct answers to common questions in your industry

Tables and structured data that provide clear information

CHCNONONOC,

Regular updates so Al platforms favor your current information
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IX. IMPLEMENTATION ROADMAP

Your 90-Day Launch Plan

This roadmap assumes you dre starting from zero. Adjust timelines based on your existing digital

advertising maturity and available resources.

Month 1: Foundation and Setup

Week 1-2: Audit and Planning
« Audit existing content for conversational search optimization
« Identify target conversation topics and user intent categories
« Set up tracking infrastructure and attribution models
« Define success metrics and establish baseline benchmarks
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IX. IMPLEMENTATION ROADMAP

Week 3-4: Campaign Development
« Create initial ad content following best practices
- Develop conversation-optimized landing pages
« Set up campaigns in ChatGPT or your chosen platform
« Launch with modest budget to gather initial data

Month 2: Testing and Learning

 Test different ad formats and messaging approaches

Experiment with targeting strategies and bidding models

Optimize landing pages based on conversation traffic behavior

Analyze which conversation topics and intents drive best results

Compare performance to other channels and refine budget allocation
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IX. IMPLEMENTATION ROADMAP

Month 3: Optimization and Scaling

« Double down on best-performing ad content and audiences

Expand to additional conversation topics

Test expansion to additional platforms if applicable

Implement learnings into broader content strategy

Develop case studies and document learnings for stakeholders

Common Pitfalls to Avoid

Starting too broad: Focus on 3-5 core conversation topics first, not everything

Reusing traditional search ads: Conversational copy needs to be written from scratch

Ignoring tracking setup: You cannot optimize what you cannot measure

Giving up too early: Allow 60-90 days to gather sufficient data and optimize

Sending traffic to generic pages: Landing pages must continue the conversation thread
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X. YOUR NEXT STEPS

You now have the strategic framework and tactical playbook to launch successful conversational
search advertising campaigns. The early-mover advantage in this channel is real and significant.
Companies that establish presence now will benefit from lower costs, less competition, and the
opportunity to shape how their category is discussed in Al conversations.

But here is the reality: Most agencies and businesses struggle with execution. The strategy is clear,
but implementing it while managing existing campaigns, clients, and priorities is where teams get
stuck.

Two Paths Forward

Path 1: Implement In-House

Use this guide to build your conversational search capabilities internally. You have everything you
need to get started. Focus on the 90-day launch plan, start with modest budgets, and iterate
lbased on results.
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X. YOUR NEXT STEPS

Path 2: Partner with Ruskin Consulting
If you want expert execution without building the capability in-house, Ruskin Consulting serves as
your backend partner. We handle the campaign setup, optimization, and reporting while you focus

on strategy and client relationships.

What Makes Us Different
) Backend partner model: We work behind the scenes so you stay front-and-center with your

clients
Speed of execution: Al-powered workflows mean we deliver faster than traditional agencies

Profit focus: We optimize for real business outcomes, not vanity metrics

©OO0

Full transparency: You see exactly what we are doing and why
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X. YOUR NEXT STEPS

Our Services

@ Conversational Search Advertising
Build competency at each level before advancing. Rushing creates fragile systems.

[I Traditional PPC
0 I] Google Ads, Bing Ads, Facebook, Linkedin campaign management.

Q SEO
Technical optimization, content strategy, link building.

ﬂ WordPress Development
\A) Custom themes, performance optimization, integrations.

Q Al Automation
Workflow automation using Claude, n8n, and other Al tools.
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X. YOUR NEXT STEPS

Let's Talk

Whether you are an agency looking to expand your service offerings, a business seeking to capture
early-mover advantage, or a freelancer building new capabilities, we can help.

We offer complimentary 30-minute strategy sessions to discuss your specific situation and
determine if conversational search is a fit for your goals.

Schedule a Strategy Session

VISIT US
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https://ruskinconsulting.com/contact/
https://ruskinconsulting.com/book-a-free-consultation/?avoid-minify=true

“The future of search is conversational.
The question is: will you lead or follow?”

- Ruskin Consulting
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